




The Effect of Store Image Practices on Consumer Decision 
























































Due	 to	 the	 advancement	 in	 the	 technology	of	 the	 Internet,	 shoppers	 can	 connect	 to	 the	





































retailers	 in	 designing	 and	 formulating	 relevant	marketing	 strategies	 as	 a	 guideline	 of	 store	
image	 improvement	 for	 both	 international	 and	domestic	 retailers.	Therefore,	 the	 conceptual	
framework,	listed	as	follows.
            H1
H3
            H2
Stage Image
Information Searching
(high vs. low reference groups' referral)
Price Consciousness
(high vs. low price sensitive)
Figure 1. The conceptual framework
METHODOLOGY























low	 	 reference	groups	and	price	consciousness	users	who	shared	similar	profiles	across	 the	
shopping	physical	mobile	phone	stores	were	identified.	On	the	other	hand,	it	applies	an	analysis	






H1 The higher reference groups’ referral information searching is, the more favorable attitude 
towards store image perception will.
H2 The higher price consciousness perception is, the more favorable attitude towards store 
image. 
H3 The degree of price consciousness will moderate the relationship between information 
searching (reference groups’ referral) and favorite store image.
Measurement








These	 five	 items	 were	 each	 anchored	 by	‘Not	 at	 all’	 (1),	‘slightly	 agreement’	 (2),	‘fairly	
agreement’	(3),	‘quite	agreement’	(4),	and	‘strong	agreement’(5).	The	Cronbach’s	coefficient	al-
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pha	of	these	five	items	is	0.695.	
Price	consciousness	(independent	variable)	asked	subjects	the	extent	to	which	they	agreed	

















































































Variety of merchandise brands
Opening hours
Get discounts or special deals
Prefer to deal with the same salespeople
   Factor loading
Employees' integrity and trustworthy
Speed of service at checkout
Enough merchandise quantity




Store design and layout
Joyful interaction with service provider
Store atmosphere
Factors with store image items loading
Percentage of variance explained





store	 image	 among	 respondents	 with	 different	 information	 searching	 for	 reference	 groups’	
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referral	behavior.	H2	is	hypothesized	that	shoppers	perceived	the	interest	of	price	consciousness	
can	result	in	a	higher	level	of	preference	towards	the	particular	stores.	Specifically,	we	assume	









Table 2 The priority of related importance of store image and its favorite store ranking  
























Easy to access stores (2.31)
Salesperson services (2.27)
Easy to access store’s website (2.24)
Price (2.17)
Attributes of store image (Mean)
















Table 3 Results of two-way ANOVA tests
1 28.139 55.763 0.00***
1 0.659 1.307 0.254





DF F Value P  Value
Mean Sum
of Squares
Price  consciousness(high vs. low)
	 	 						***	p	<	.001,	**	p	<	.01
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group N Mean Std. Deviation t -value P -Value
Low 75 2.84 .98 -6.375 0.000
High 56 3.77 .55 -6.875 0.000
Low 50 3.21 .57 -3.824 0.000
High 92 3.60 .60 -3.865 0.000
Low
High
Dependent variable: Store image
            H1
       H3
Information Searching
(high vs. low reference groups' referral)
Price Consciousness
(high vs. low price sensitive)
Stage Image
(Professional and reliable service,
Ample brands, quantity and range,
Obtaining better deals )
	
	 	 	 																														












favorable	 attitude	 towards	 store	 image	 perception	 will.	 This	 was	 appropriate	 managerially	
since,	in	Vietnam’s	emerging	market	for	exposure	mobile	phone	physical	store	shopping	inten-
tion	by	concerning	information	searching	for	reference	groups’	referral	and	price	conciseness	is	
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